Country of Origin (COO) sits along with marketing mix factor in the global market place. Given the importance of COO, studies have touched the field of COO effects, though studies pertaining to alcoholic beverage purchase behavior, particularly in the New Zealand remains limited. This study explores the potential impact of demographics on the magnitude of Country of Origin effects for two lager beer products. The data was collected via survey format from 211 respondents living in Auckland, New Zealand. The results from this study suggest that older consumers are more dependent upon the country of origin information when evaluating a product and, particularly when presented with unfamiliar brands, they tend to perceive imported lager beer as being of higher quality, more trendy and more value for money. Also customer perceptions differ based on the customer's socio-economic status. Middle income customers are more likely to have favorable opinions about imported products, whereas, lower and higher income customers tend to have weaker views on this issue.
Introduction
Country of Origin (COO) effects are stereotypes that consumers develop about countries. Consumers' impression about the country where the product was produced has an impact on the perceptions of the product itself. These impressions impact on whether consumers try, and adopt, the product. There are study in the context of durable products (see, for example, Ozden & Maksudunov, 2012; Insch & McBride, 2004; Liu & Johnson, 2005) , non-durable consumer goods (see, for example, Richardson, 2012; Schaefer, 1997) ; in terms of consumer purchasing behavior, i.e. business to consumer (Chao & Rajendran, 1993 ) and industrial purchasing behavior, i.e. business to business (Dzever & Quester, 1999) . Apart from these general discussions, there seems to be a lack of research into factors which might influence COO effects, such as demographics, personality and situational variables (Schaefer, 1997) . Previous research has identified the possible link between demographics and COO effects (Schooler, 1971; Schaefer, 1997) . None to our knowledge examined the impact of demographics on the magnitude of COO effect of lager beer from the New Zealand perspective. This study attempts to fill this important gap by examining whether consumer demographics have an impact on the COO effects in the evaluation of alcoholic beverage such as lager beer. These products were chosen for a number of reasons. Firstly, most research has dealt with consumer durables, such as automobiles (Liu & Johnson, 2005) and televisions (Insch & McBride, 2004) . Alcoholic beverages have not been given enough attention in this field of research. Secondly, the New Zealand markets for the chosen products contain a large number of foreign products. For instance, in terms of lager beers, imports represented 30% of the total premium lager volume sales in New Zealand during 2016 (Euromonitor, 2017) .
COO Effects and Demographics
Some factors are thought to have potential influences on consumer behavior, such as consumers' brand knowledge (Brodie & Benson-Rea, 2016) , demographics (Schooler, 1971 ) and personality, situational variables, etc. (Schaefer, 1997) . In an early study, Schooler (1971) investigated the effect of some demographic variables (i.e., age, gender, ethnicity and educational level) on foreign product evaluation by American consumers. He found that demographic variables can have an impact on consumers' evaluation processes. Greer (1971) suggested that older respondents tend to be influenced more by COO than the younger purchasing officers. Krishnakumar (1974) indicated that certain demographic variables (for example, gender and travel experience) accounted for significant differences in the Country of Origin effects among Indian consumers. Dornoff, Tankersley, and White (1974) examined consumers' perceptions of imported products including mechanical products, food products, fashion merchandise and electronic equipment. They also investigated the different perceptions across gender and educational level, and found that people with higher educational levels tend to have a more favorable attitude towards imports. Niffenegger, White, and Marmet (1980) study found that American products were more appealing to the younger consumers and French products were more favorable to the female consumers, while older consumers perceived British products more appealing. Heslop and Wall (1985) investigated COO and product image based on gender difference. The results indicated that females tend to have favorable impressions in terms of quality to products made in foreign countries except for South Korea, Hongkong and the Philippines. Al-hammad (1988) suggested that "there is a favorable correlation between age and income in terms of price and quality evaluation of products". Also, it was found that there is a relationship between the level of education and the perceptions of imported products (Brodie & Benson-Rea, 2016) . In 1997, Schaefer conducted a study in the UK to determine the potential impact of consumers' age, socio-economic status and gender on the COO effect in evaluation of alcoholic beverage products. She found that older consumers show stronger COO effects. She also found that the lower socio-economic group showed stronger country of origin effects for sparkling wine, whereas, the higher socio-economic group showed stronger COO effects for lager beer. Balabanis and Siamagka (2017) confirm that product category is an important determinant of the behavioral effects of consumer ethnocetrism. Given the fact that product category influence country of origin effect, this research aims to study alcoholic beverage, such as beer and examines the role of age, socio-economic and gender on the COO effect that differs between regions, therefore we propose that: P1: There will be no differences across age groups regarding the use of COO in product evaluation in New Zealand. P2: There will be no differences across socioeconomic status in the use of COO in product evaluation in New Zealand. P3: There will be no differences across gender in the use of COO in product evaluation in New Zealand.
Research Method
The study drew its sample entirely from the residents of Auckland city due to several considerations. Firstly, Auckland is the biggest city in New Zealand, comprising one third of New Zealand's total population (New Zealand Census, 2001) . Secondly, Auckland is a multicultural city with a larger number of immigrants than most other areas, and it is also the most important commercial and trade centre in New Zealand. A mall intercept survey method was adopted. In total, 405 respondents were approached and 211 usable questionnaires have been collected from qualifying respondents.
The questionnaire used in this study was adapted from Schaefer's study (1997) with required amendments to suit research purpose. The questionnaire contains three sections. In Section Ι, respondents are asked to rate selected imported brands of lager beer on the basis of three factors. These are the overall quality, trendiness and value for money of the products. Section II asks the respondents to judge the overall quality of lager produced in selected countries by providing only the product COO cue and section III asks for the respondents' demographic data; that is, age, socio-economic status and gender; in order to analyse the impact of demographic variables on the country of origin effect. Seven-point scales were used to measure customers' opinions of each dimension, where 1 = very bad quality/not trendy at all/very bad value for money, and 7 = very good quality/very trendy/very good value for money.
In total, 47% of respondents are aged 18-24 years old, 8.9% of respondents are over 55 years. The 25-34 year old group and the 35-55 year old group make up 22.3% and 21.78% of the total sample population, respectively. In terms of income, 49.7% of the respondents are classified as being of middle income with a yearly gross income between NZ$20,001 and NZ$60,000, 34.7% of respondents are from the low income group, with gross yearly income of less than NZ$20,000. The remainder of the respondents (15.4%) are from the high socio-economic class, with above NZ$60,001 in yearly gross income.
In order to examine the research propositions, Pearson correlation testing and sign testing was utilised. Pearson correlation was used to examine the correlations between brands and the country of origin. Thirdly, in order to examine the significant difference between different demographic variables, a sign test was used to compare the differences between respondents from different age groups, socio-economic groups and genders, based on the correlations retrieved from the previous testing.
Result and Discussion
In order to investigate the differences in the ratings by each age group, sign tests were used to test the existence of differences and significance. Sign tests results based on data indicate that there was a significant difference in ratings by 18-24 year old respondents and 35-54 year old respondents, as p=0.035. More specifically, 35-54 year old respondents show stronger correlations overall than do 18-24 year olds when unfamiliar brands were given. Significant differences also exist between the results between the 25-34 year old and the over 55 year old groups of respondents, as p=0.035. More specifically, the over 55 year old respondents show stronger overall correlations than do the 25-34 year old respondents. No significant differences were found between other age groups in the strength of the correlations between brand and country ratings. Therefore, proposition that there will be no differences across age groups in the use of COO in product evaluation in New Zealand, is partially rejected based on the data.
Sign test results indicate that, overall, there is no significant difference in the ratings across all socioeconomic groups based on the lager beer data. To sum up, in the lager beer data, there are no significant differences found between the low and middle socioeconomic groups (p=0.302), the low and high socioeconomic groups (p=0.302) and the middle and high socio-economic groups (1.00), respectively. Therefore, proposition 2 is accepted on the basis of the lager beer data. In order to investigate the differences of ratings across gender indicate that there was a significant difference in the ratings by female respondents and male respondents, as p=0.035. No significant differences were found between females and males in the strength of the correlations between brand and country ratings, when unfamiliar brands were given. Hence, proposition 3, there will be no differences across gender in the use of COO in product evaluation in New Zealand, is partially rejected according to the data analysis. The sign test is used to test the significant difference between males and females in terms of lager beer. The differences are found to be significant for 'familiar brand' (p=.035) and insignificant for 'unfamiliar brand' (118).
Conclusion
The findings of this study suggest that certain demographic variables, such as age and socio-economic grouping, may affect the extent to how much they rely on COO in the product evaluation process regarding lager beer in New Zealand. Apart from that, the impact of gender on COO effects is mixed and unclear. In terms of the impact of age on the magnitude of COO effects it is concluded that, as consumers' age increases, the extent of reliance on country of origin information also increases. Older consumers tend to rely more on COO information than do younger ones, particularly when brand image is absent. This may be because older people have developed stereotypes towards certain countries, which are fixed and difficult to change. For instance, older consumers might perceive German beer overall as being of good quality, without knowing the brands. This finding is consistent with the previous study conducted by Schaefer (1997) . She also found that older consumers seem to show stronger country of origin effects than younger consumers. In conclusion, some demographic variables can have an influence on the magnitude of country of origin effects. For instance, age and socio-economic class can definitely influence the extent to how much respondents rely on COO effects.
